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The telecommunication industry depends upon taping high tech. In the initial 
development period, telecom carriers can easily attract the new consumer for the 
novel performance of product and service. Most telecom carriers were busier 
expanding their customer base than increasing their existing customers' value. After 
more than 10 years high-speed growths, the present telecommunication industry 
already entered the monopolistic competition stage. The emphasis of competition was 
transferred from product to customer. In recent years，relationship marketing has 
aroused the widespread interest in the telecommunication industry. 
On the basis of relationship marketing theories, marketing environment and 
present situations of Zhangzhou mobile communication corporation (ZZMCC in short) 
are analyzed. Combined with the practical operation condition of ZZMCC and key 
problems in group customer marketing, relationship marketing strategies form the 
aspects of service idea, system supporting, marketing strategy, supplier and opponent 
are put forward. The relevant measurements are also discussed to improve the whole 
level of service for group customers and the competences in group customers market 
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表 2.1 关系营销与交易营销的区别 







一般方法 与互动交流相关 与单一的交易行动相关 
基本战略 维护现有关系；留住老顾客 争取新顾客 
内部营销的作


















点 重点在售后决策和行动 重点在售前活动 
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